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Software as a Service is a kind of application service of Cloud computing for 
firms or individuals, and usually it delivers quick and low cost software application to 
customers by renting through Internet. Trends in practice and theory both turn to 
customer relationship management. In practice, maintaining the long-term partner 
relationships with customers and enhancing customer loyalty will bring profits for 
SaaS firms, and reduce risks and transaction costs, then enhance the competitive 
edges of SaaS firms. Consequently, we are under an obligation to research causes of 
customer loyalty. 
 Traditionally, the classical customer loyalty literatures focused on the impacts of 
customer satisfaction on customer loyalty. Our study emphasises that it is the 
customer motivations that are the key mediative variables. Starting from the 
perspective of relationship management and resource dependence theory, we can trace 
the motivations of customer. According to relationship management theory, trust is 
one of the key variables that help to develop relationships between customers and 
firms, and trust is the attributive motivation as the foundation of relationship 
development. According to resource dependence theory, organizations need to acquire 
resources from other organizations in the environment, the needs of resources from 
environment cause dependence on other organizations, and dependence is the 
restrictive motivation of customers. Trust and dependence thus are the main 
motivations of customers under business-business circumstance, the antecedents of 
loyalty impact on customer loyalty through the mediation of trust and dependecne. 
SaaS service quality and relationship bonds are the antecedents of customer loyalty, 
and they are also the main objects of SaaS customer relationship management. We 
thus obtain a customer loyalty model of SaaS. SaaS service quality and relationship 
bonds are the antecedents of loyalty, and they impact on customer loyalty through the 

















 Our study collect datum by traditional paper questionnaire survey, and divide the 
empirical analysis into two stages. The first stage is the exploratory factor analysis of 
pilot sample, aimed to filtrate the measurement items of all variables and to generate 
the ultimate survey questionnaire though the analysis of measurement validity and 
credibility. The second stage is the confirmatory factor analysis and structure analysis 
of full research sample, aimed to unveal the antecedents and consequences of the two 
types of customer motivations (ie trust and dependence). After the empirical analysis, 
we get several important findings. First, The two types customer motivations have 
important influences on customer loyalty, and both trust motivation and benefit-based 
dependence motivation influence loyalty remarkably, however, cost-based dependence 
motivation influence loyalty much more slightly. Second, SaaS service quality has six 
dimensions, which are rapport, responsiveness, reliability, flexibility, feature and 
security. SaaS service quality is formative, and the six first-order factors are 
antecedents of SaaS service quality, but not the consequence of SaaS service quality. 
Our study argues that the reflective second-order measurement model of SaaS service 
quality is mis-specified. Among the six factors, security and flexibility contribute to 
SaaS service quality mostly, and it showes customers think a lot of factors such as 
security and customization. Finally, enhancing SaaS service quality and social bonds 
lead to enhance trust and benefit-based dependence, and ultimately lead to enhance 
customer loyalty; enhancing structure bonds lead to enhence trust, benefit-based 
dependence and cost-based dependence, and ultimately lead to enhance customer 
loyalty. As a result, SaaS firms should enhance service quality and implement 
relationship marketing strategies. 
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